business are invisible. Because Adobe doesn't sell its Reader, the contribution of that software to a traditional metric such as gross domestic product cannot be determined.
However, networked technologies also offer new ways to manage and analyse economic data at an increasingly fine-grained scale. The authors propose a tool kit for the emerging economics of the digital business world. Different devices are needed to monitor and test the market as it evolves. Some of their suggested indicators are not new, such as customer surplus -the aggregate net benefit that consumers receive from an item or service above what they paid for it -but they take on a new role in the digital environment.
The combination of mobile phones, global positioning systems, online maps and restaurant reviews, for example, has opened up possibilities for revenues whose value exceeds that for each technology alone. Measuring that surplus requires further technologies to track links in the economic decision chain, such as smart 'sociometric' badges that monitor interpersonal interactions. Such developments would allow us to monitor flows of information through the economic and social system at a detailed level.
The human side of innovation must also be understood. Brynjolfsson and Saunders explain that information systems are meaningless without the ability to manage and accrue benefits from them. 
Valuing the digital economy
As an executive coach who works with companies to recruit, retain and develop their female talent, Suzanne Doyle-Morris has long had an interest in issues concerning women in maledominated professions, including academia and science. In her book, she offers advice to anyone who wishes to "understand the boys' club and move beyond it". Doyle-Morris interviewed 21 senior women from a range of backgrounds to discover what made them survive and thrive in their workplaces. Her interviewees, spanning a wide age group, included a senior diplomat, a retired archaeologist who led digs in Iraq, and academics such as Athene Donald, professor of experimental physics at the University of Cambridge and 2009 recipient of a L'Oréal/ UNESCO Women in Science award. The difficulties women face in rising through their professions, Doyle-Morris argues, stem largely from old career structures. Too often it is assumed that an employee, usually male, has a partner, usually female, who will attend to domestic responsibilities, leaving the employee free to focus on work. As more women enter the workforce, they realize that this model does not suit them and they are made to feel inadequate if they do not play by the rules of this game.
Moreover, career advancement is not based entirely on merit. "People who get ahead are those who make others aware of their wins, and those who spend time developing relationships and their own personal profile, " Doyle-Morris explains. As 80% of consumer decisions are said to be made by women, it makes good business sense for companies to put more women in senior positions. But even so, the rise to the top can be slow, especially in the science and engineering professions. In the United Kingdom, DoyleMorris says, about 70% of women holding degrees in science, engineering or technology
